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Nation’s 

7Oth PMG 
emphasizes 
customer 
satisfaction, 


quality 
service 

Customer satisfaction will be 
top priority says Marvin T. 

Runyon, 
who 
becomes the 
nation’s 
70th 
Postmaster 
General 
July 6 
Runyon 
feels 
strongly 
about 
providing 
Marvin T. Runyon reasonably 
priced, 
quality service, a hallmark of his 
leadership during four years as 
head of the Tennessee Valley 
Authority, a federally owned 
electric power company and during 
his 45 years as an executive in the 
automobile industry. 

“My priority as Postmaster 
General will be to help Postal 
Service employees ensure that all 
of our customers are totally 
satisfied when they do business 
with us,” he says. 

To find out more about PMG 
Runyon’s views, turn to page 4 
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isa t— 
Marvin T. Runyon: 
The right person for the job 





he Postal Service 

has a new leader 

— aman we 
believe is the right person 
at the right time in the 
history of the Postal 
Service. 

We are faced with 
serious financial and 
business problems that 
require a leader who is as 
comfortable in operations 
and on the workroom floor 
as he or she is in the 
boardroom or addressing an 
audience of 4,500 business 
customers at a Postal 
Forum. 

In Marvin T. Runyon, 
we have such a person: a 
man of foresight, a man 
with a proven record. The 


Governors are confident he 
is the right person to lead 
this organization during the 
changes and challenges that 
lie ahead — increased 
competition, costs growing 
faster than revenues, 
keeping up with technologi- 
cal changes, improving 
employee relations and 
better teamwork between 
management, unions and 
employee partners. 

During his tenure as 
Chairman of the Board for 
the Tennessee Valley 
Authority (TVA), rates for 
electricity were held steady 
for five consecutive years 
after more than two decades 
of annual increases. TVA 
is a federally owned electric 


Page 2 is designed as a 
forum for ideas in which 
postal employees and 
customers can share their 
thoughts about the Postal 
Service. 


Tonia Matthews 
Ms. Matthews is the owner 
of an executive etiquette firm in 
, RI, anda 
Customer Advisory Council 
member. 


it’s the 
service 


y is the 
public giving 
the Postal 

Service high marks? I can 
only speak for the 
Wakefield, RI, area, but 
from what I’ve seen the 
answer is service. 

When I enter our post 
office, I’m usually greeted 
by knowledgeable people 
who try to help me the best 
way they can. Mail is 
delivered in a very reason- 
able amount of time in this 
area. And, the percentage of 
mail that never gets 
delivered or is damaged is 
very minute. 

As a member of the 
Wakefield Customer 


From the Governors: 


Challenges for the 1990s 





power provider 
launched as a 
New Deal 1. 
program in 
1933. 

While at 
Ford Motor 
Company, Mr. 
Runyon helped 
lead the 
transition from 
a labor- 


Oo. 
4, 


intensive 
assembly 
process to a 
highly auto- 


Competition 


than revenues 


2. Costs growing faster 


Keeping up with technology 
Improve employee 
relations and teamwork 





mated process. 
Working to restrain costs 
and to hold rates stable 
while completing automa- 
tion implementation are 
matters of great importance 
to the Postal Service. We 
believe Marvin Runyon has 
the experience to lead the 
Postal Service in these 


Advisory Council (CAC), I 
represent an often over- 
looked segment of the 
mailing public — home- 
makers. Homemakers make 
up a sizable portion of the 
population and their 
concerns need to be heard. 

Through the CAC, they 
can voice those concerns 
and know the post office is 
listening. Homemakers can 
talk or write to me more 
freely than to postal 
officials. And with a 
member of the CAC in 
several local communities, 
it is convenient to reach us. 
Other council members 
represent the business 
community, the state 
university, local govern- 
ment and other segments of 
the mailing public. 

We publicize our efforts 
through several avenues. A 
local paper includes our 
question-and-answer 


directions in the coming 
years. 

As he begins the task of 
assuming responsibility for 
the largest civilian organi- 
zation in the country, I hope 
you will join me in wel 
coming Postmaster General 


column on postal iopics 
every two weeks, and the 
state university is publish- 
ing a series of articles on 
the council. Posters 
explaining the CAC hang in 
area post office lobbies. 
And, if funding permits, we 
plan to mail a letter of 
introduction to local 
residents. 

Besides acting as a 
sounding board for commu- 
nity postal concerns, we 
also actively educate the 
public. We are helping the 
post office coordinate their 
“Wee Deliver” literacy 
program and Ben Franklin 
Stamp Club so young 
people can learn how the 
post office works. 

One message I would 
like to share with postal 
employees everywhere is, 
“Don’t put yourselves 
down!” Some postal 
employees I’ ve talked to 


Runyon and working 
with him as we face the 
many challenges that lie 
ahead. 

Norma Pace 

Mrs. Pace is Chair- 
man of the Postal Service 
Board of Governors. 


think everyone is com- 
plaining about them, and 
it’s just not true. 

I recently worked at a 
literature table the CAC 
set up in a shopping mall. 
We provided information 
on our group to passersby 
and spoke with several 
customers about the 
Postal Service. The 
feedback was very 
positive. In fact, of all the 
people I talked to, only 
two had a complaint about 
the post office. Everyone 
else spoke very highly 
about it. 

As a business owner 
for nine years, I came to 
realize how much I 
depend on the Postal 
Service. It was then, and 
still is, the most effective 
and economic way for me 
to communicate to my 
clients. So keep up the 
good work! 
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Dear Editor, 

Letter carriers deliver in rain, 
snow and sleet...and now riots. 
Hours after the Rodney King trial, 
riots exploded in Los Angeles and 
surrounding cities including 
Inglewood, CA 

Although buildings were being 
looted and burned, employees in 
the North Inglewood Station (and 
in other stations in the affected 
areas) continued to provide service 
to the community. Managers 
staffed every retail window to 
allow customers to come in and 
pick up their mail 

Regardless of the turmoil, 15 
letter carriers volunteered to 
deliver their mail, because as they 
put it, “We have elderly and 
handicapped on our routes who 
can’t pick up their mail and they 
So with 
little fanfare and no police escorts, 


need their checks, too.” 


these heroes went off to the “riot 
zone” armed only with their mail 

The following day in a “thank 
you” standup talk, the carriers 
asked for donuts in return, but 
when I tried to buy some, I 
discovered all the donut shops had 
been burned down 

These exceptional people 
nclude Peter Hall, Verda 
Williams, Clarence Moultrie, 
Breard Mason, Ronald Battle, 
Westly Rhone, Carolyn Strange, 
Sharon Cunningham, Charles 
Johnson, Danny Dotson, Arthur 
Scott, Jacob John, Charles Reed, 


Joseph Johnson and Anton Rowel 
Maurice Simmons 
Supervisor Mails & Delivery 
Inglewood, CA 


Editor's note: | am certain 
there are and will be many “hero” 
stories — told and untold — of 
employees who continued to 
provide service as those you cited 
in your letter did, and of 
employees who volunteer to help 
rebuild their communities. Your 
letter is a salute to all of them 


Dear Editor, 

Concerning your recent article 
on violence and behavior in the 
workplace, (May-June 1992) while 
it showed grave concern over 
working conditions in the Postal 
Service, how concerned are you? 
There wasn’t one address or phone 
number mentioned that a person 
could use when seeking help 
Only a page full of encouraging 
words, names and impressive 
titles, but no reference for “real” 
help. 

Please provide immediate 
sources of help, especially for 
people in small offices. We want 
to do a good job and desire the 
respect of our supervisors as we 
strive to give good service to the 
American people 

Shirley Rutherford 

Distribution clerk 

Huron, OH 


Editor's note: Every signer to 
the statement is concerned. But, 
each also agrees this is the first 
step in an ongoing process. You 
will be hearing more about this in 
future issues of Postal Life. For 
help now, you can call the 
national Employee Hotline. It is 
staffed 24 hours a day, seven days 
a week by the Inspection Service 
at postal Headquarters. The phone 
number is: 1-(800) 654-8896 


Dear Editor, 

I applaud you on your stand on 
violence and behavior in the 
workplace (May-June 1992). I 
believe most postal employees will 
agree with your views. It’s time 
someone takes a look at the 
situation within the Postal Service 

I sincerely hope changes are 
forthcoming. All people should be 
treated with dignity and respect. It 
is the most important element in 
any work or home environment 

Marlene Stoken 

Mail processor 

Manasota, FL 


Dear Editor, 
Your article about finding new 
revenue (May-June 1992) is right 


on the mark. Priority Mail is one 
of the best bargains the Postal 
Service has to offer 

And parcel post is another. It's 
time for employees to tell mail 
order companies to send items 
they purchase via parcel post. We 
need more companies like L.L 
Bean, Park Seed Co. and Current 
Inc. Next time you order from one 
of these companies, tell them you 
appreciate their business; that's 
why they're getting your business 

Let's continue to make “We 
deliver” the theme of the 90s. 

Karen J. Lawson 

Delivery supervisor 

Tucson, AZ 


Editor's note: We couldn't 


agree with you more! 


Dear Editor, 

In your story about Priority 
Mail and parcel post (May-June 
1992), you talk about the Carrier 
Release Program. If a business 
okays it, but no one is home, must 
we leave the parcel? What if the 
parcel contains perishable items 
such as fruit and the weather is 
below freezing or there is no safe 
place to protect from theft? 

I have worked for the Postal 
Service for 15 years and have 
always tried to give good service 


Could you please clarify the rules 
for this program? 

L. Curtis 

Rural carrier 

Stevensville, MI 


Editor's note: The Carrier 
Release Program is designed to be 
flexible. Carriers should leave 
parcels when no one is home as 
long as there is an appropriate 
place to do so, But, shippers don’t 
want their products stolen or cus- 
tomers to receive damaged goods 
So, if the location is not secure or 
the weather conditions are bad, you 
don't have to leave the parce! 


Dear Editor, 

I read your article about 
wanting to clean up the air (May 
June 1992). I have worked as a 
carrier for 25 years and have seen 
postal vehicles like Jeeps be a big 
contributor to pollution 

Here in Southern California, we 
must have our cars smog checked 
every two years to be able to drive 
them. Is the USPS going to be 
required to do the same with postal 
vehicles? 

Bill Lynn 

Letter carrier 

Van Nuys, CA 


Editor's note: The Postal 
Service, all other federal agencies 
and private sector businesses must 
comply with all local clean air 
regulations or face stiff fines 
Long Life Vehicles, which the 
Postal Service introduced in 1987 
to replace less fuel-efficient Jeeps, 
are designed to run cleaner and be 
easily maintained. They, like all 
other postal vehicles, will have to 
be inspected. In addition, the 
Postal Service is stepping up 
conversion of its delivery vehicles 
to compressed natural gas that 
burns cleaner than gasoline, 
surpassing even the most rigid 
California air quality standards 
Satety addition 
Editor's note: |n the safety 
story about the New Orleans 
Division on the cover of the 
March-April 1992 issue, we failed 
to name the individual offices and 
their employees who ensured the 
success of the overall division 
effort. Employees in the Gulfport, 
MS, Mobile, Al 
FL, Management Sectional 


and Pensacola, 


Centers, as well as in New 
Orleans, worked together as a 
team to earn the number one 
division ranking. Congratulations 
to all employees 


Barcoding and the future 


HARRY JONES 
119 MAIN STREET 
ANY TOWN USA 12345-0018 


HARRY JONES 
4119 MAIN 


STREET 
ANYTOWN, USA 12345-0016 





“Every person in America is a customer of the 
post office. Few other businesses, if any, have 
responsibility to so many customers in our coun- 
try,” says Marvin T. Runyon, the nation’s 70th 
Postmaster General. 

“IT want all of these customers to feel they get 
the very highest quality service at the lowest 
possible cost when they do business with us at 
the post office,” adds Runyon, who was ap- 


pointed two months ago and takes charge July 6. 


Doing it right the first time 


PMG Runyon cites quality service, employee 
participation as keys to customer satisfaction 


arvin T. Runyon, 67, has 

carried his “quality” 

message through 45 
years in the highly competitive auto 
industry and the last four years as head 
of the Tennessee Valley Authority 
(TVA), a federally owned electric power 
company. He plans to make quality 


service, employee participation and 


customer satisfaction the cornerstones of 


his career as the country’s top postal 
official. 

“I believe in doing things right the 
first time and doing them in a quality 
way,” he says. He also believes quality 
service can only resuit when employees 


are involved in the process. 


“The people who are doing the job are 
the ones who know it best; they need to 
be part of the decision-making process,” 
Runyon explains. “We have to move 
away from the autocratic management 
style of 40 years ago.” 

According to Runyon, the Postal 
Service faces challenges similar to those 
the TVA faced when he took over that 
agency in 1988. These challenges 
include increased competition from 
private companies and operating costs 
growing faster than revenues. 

“TVA has worked hard on all of these 
challenges. By re-focusing on our core 
mission we’ ve seen it change from a 


troubled business to a high-performing 
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i Runyon 
a profile 





Education: Texas A&M 


University, BS in management 


< 


engineering, 1948. 

Military: Lieutenant, Army Air 
Corps, World War Il. 

Career: Ford Motor Co., 1942 - 


ae | 


1980, hired as hourly assembly 





line worker at the Dallas, TX, 
(f Assembly Plant; rose in 1973 to 


become vice president of body 








and assembly operations. 
* Nissan Motor Manufacturing 
Co., 1980 - 1988, named president 


and chief executive officer; 
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oversaw development and 

“The people who are doing the job are the ones who know it best; they need to be part of the construction of plant in Smyrna 
decision-making process,” says Postmaster General Marvin T. Runyon (right), who listens to , 
employee Robert Overholt, project manager for the Bulk Business Mail Barcoding System, TN. Managed total U.S. 

explain how the new equipment will improve processing of this mail. The two were among 

6,000 participants at the National Postal Forum in May in Las Vegas, NV. operations of plant with 5,000 


employees. 
¢ Tennessee Valley Authority 
(TVA), 1988 - 1992, appointed by 
President Reagan to head the 
TVA, where he reduced annual 
businesss competitive with private the TVA’s seven-state power area 


‘ ae operating expenses by $400 
industry,” says Runyon. Much of his success at TVA and in private industry came 


. ' ' million and stabilized electricity 
To accomplish this goal, Runyon cut from his philosophy toward change — not being afraid of it, 

rates. 
expenses, layers of bureaucracy and but welcoming it 

Ci . = : 
employee jobs. He is credited, however, “Change is the one constant in today’s world we must learn ic 9 PS: chairman of 
with introducing innovative ways to deal __ to live with,” he says. “I’ve always believed that | percent of Mid-South Minority Market Place 
with excess employees, including an people cause change to happen, 9 percent watch change happen Trade Fair, chairman of United 
employee transition program that offered and the other 90 percent ask ‘what happened.’ We need to be Way of Nashville and Middle 
help for finding outside jobs and training __ part of that | percent.” Tennessee and member of the 


for other TVA jobs. After his long and successful career in private industry, board of the National Conference 


In the two decades before Runyon Runyon was asked why he turned to government service at the 


of Christians and Jews (NCCJ). 
Awards: NCC)’s Human 


took charge at TVA, rate increases TVA and now the Postal Service 
averaged 10.2 percent a year, versus “The country has been good to me, and I've been able to Relations Award and Automotive 
7.3 percent for the industry at large. give something back,” he says. “And through the Postal Hall of Fame’s Distinguished 


Rates held steady during his tenure, and Service, I feel | can do more for the public good than in any 


Service Citation. 
Family: Married, four 


children. 


just recently discounts were offered to other job.” & 


public schools and major industries in 
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Window clerk 


Changing the stereotype 





used to think 
window clerks 
were the prob- 
lem,” says Consumer Ad- 
vocate Ann McK. 
Robinson, “but I’ve since 
discovered it’s not true. 
And results from our Cus- 
tomer Satisfaction Index 
(CSI) surveys show that 
the image of the ‘surly’ 
window clerk is more ste- 
reotype than truth.” 
As Consumer Advo- 
cate for the Postal Service, 
Robinson implemented 
the CSI that started mea- 


66 





it seems to be paying off. 

“Most divisions are us- 
ing the councils to deter- 
mine what customer needs 
are,” he says, “and we do 
that. But we also use them 
to influence and improve 
customers’ perceptions of 
the Postal Service, to help 
them understand the vital 
role we play in their com- 
munity.” 

Delores Medeiros, a 
distribution clerk in the 
Worcester MSC’s Fram- 
ingham, MA, office, says 
communication has im- 
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suring public opinion of 
USPS “service” in the fall of 1990 

The CSI is one of two independent 
measurement systems initiated by the Postal 
Service in that year. The other is the Exter- 
nal First-Class measurement system, or 
EXFC, which measures “slot-to-slot” ser- 
vice performance for First-Class Mail 

CSI results for Quarter II of this fiscal 
year show that 87 percent of the house- 
holds nationwide rate the “overall perfor- 
mance” of the USPS as “excellent,” “very 
good,” or “good.” CSI scores, compiled by 
Opinion Research Corp., are based on re- 
sponses to questionnaires from 180,000 
randomly selected households. 

“These results should dispel the idea 
that everyone hates us,” adds Robinson. 
“And results from questions about our win 
dow clerks show that overall they are doing 
a good job. They want to give good service 
and the scores reflect that.” 


6 


Who’s on first? 

Measurement of public opinion went nationwide in fall 1991 
when all 170 Management Sectional Centers (MSCs) joined CSI. 
Since then, MSCs in the Northeast Region have done very well, 
particularly in Massachusetts. In the latest index, the Worcester, 
Brockton and Middlesex-Essex MSCs finished in the top three 
spots. 

What’s their secret? 

Wallace Kido, general manager/postmaster of the Providence 
Division (which includes the Worcester and Brockton MSCs) 
who’s now the acting Assistant Postmaster General of the Infor- 
mation Resource Management Department at Headquarters, says 
the key is the strong bond between local post offices and their 
communities. 


“| hesitate to say we’ ve got all the answers, but I think much of 


the reason we’re doing well is our commitment to strengthen the 
public’s identification with their local post office,” he says. 
Those close ties with the public have been enhanced through 
about 100 Customer Advisory Councils recently established in the 
Providence Division. Kido says the Providence Division takes a 
different approach with the councils than most other divisions and 


proved between her post 
office and the community. 

“A lot of our customers are happy be- 
cause they feel the post office is talking 
with them. We’re not only trying to work 
with them to solve problems, but we’re 
also educating them about the Postal Ser- 
vice,” she says. 

Ray Wordell, a window clerk in the 
Brockton MSC’s Middleborough Post Of- 
fice, says another key to their success is 
how postal employees work together to 
satisfy customer needs. 

“Together, we come up with a lot of 
good ideas. We do a lot of little things that 
really pay off,” he says. “You need to give 
good service, because service is all we 
really have to sell.” 


Merrifield, VA, window clerk Chris Nordyke 
(above), is one of hundreds of thousands of 
clerks nationwide who strive daily to provide 
quality, convenient service to their customers. 





SS 
making the USPS a comfortable place to work 


Ear! Smith 


Ithough still not a household 
word today, ergonomics is 
being appreciated more and 

more —in the car, in the workplace and 
even around the home. 

According to Webster's Dictionary, 
ergonomics is the study of equipment 
design to reduce operator fatigue and 
discomfort. Anyone who's ever sat in a 
bucket seat or used a push-button 
telephone has reaped the benefits of 
ergonomics. 

The word itself, introduced by Polish 
educator and scientist Wojciech 
Jastrzebowski about 120 years ago, has 


only recently been used by those involved 


in the science. Terms like “human 
engineering” and “human factors work” 
were more common as the science grew 
with military applications during World 
War Il, and afterwards, during the space 
program. 

Aircraft cockpits became ergonomics 
laboratories as pilots pushed human 
endurance to the limits during test flights. 
And, as is often the case, technological 
advances in the space race led to spinoffs 
in other industries. 

Ergonomics and the USPS 

Scandinavian countries led the way in 
office furniture design, according to 





The Postal Service has adopted “ergonomic 
and keyboards for letter sorting machine 
lumbar support and armrests and 


Kathleen Davidson of Hag, Inc., a division 
of a Scandinavian furniture company with 
facilities in Chapel Hill, NC. In a recent 
interview in Crain’s New York Business, 
she says the U.S. office furniture market is 
“just beginning to catch up” with 

ic studies done in 

Scandinavian countries during the lost 
decade. 

Larry Anderson, director of the Office of 


mechanized operation in the 1960s, 
ergonomics was not as well understood as 
it is today. Since then, ergonomic concepts 
have been injected as we've learned 
about them, along with a variety of 
a 


“‘adipediion letter sorting machine 
(MPLSM) changes introduced over the 
years have included quieter design, a 
ladder and railing system for maintenance 


Anderson, “have taken into account the 
needs of those operating and maintaining 
‘ also have 


tension when clerks strike the keys (like those shown above) are currently being tested in the 


Columbus Division. 


EE ese eagptne nine 
while working at the machine 

A new era 

The most recent application of ergonomics in the postal 
workplace comes with a joint between the Postal 
Service and the American Workers Union (APWU). The 
agreement, “Plan of Action — Ergonomic Approach to LSM 

pe eapcnre* addresses work conditions on the MPLSM as well as 


switch to a 30/15 rotation schedule for MPLSM crews — 30 
minutes keying mail at the operator's console and then 15 
minutes or more performing other work such as “sweeping” mail 
on the back of the machine or loading ledges for the other 
operators. Many locations have already been using this schedule, 
while others have used a 45/15 rotation. 

Other planned changes include 

operator 


of current 


two types of chairs and two new types of 

ion to an existing footrest,” says Bob Yoder, 
manager of Safety and Health Services in Columbus. “Both chairs 
have armrests, and you can adjust the height, tilt and lumbar 
has been reduced when you strike the keys.” 

Employee response to the changes has been favorable. 

“The 30/15 rotation is definitely the greatest improvement,” 
says Robert Parsons, who has been an MPLSM operator in 
Columbus for nearly 20 years. “The chairs also are a great 
improvement, because they provide better back support. And, 
even if you don’t use the armrests while you're keying, they're 
nice during dropper jams to relieve stress on your neck and 
shoulders.” 


“I really like the new keyboard,” adds 13-year MPLSM 
operator Peggy Oliver. “You don’t have to move your hands; you 
can just use your fingers so your arms don’t get tired.” 
Looking ahead 

As more mail is run through automated equipment, fewer and 
fewer MPLSMs will be needed, says Anderson. “We peaked at 
about 930 MPLSMs nationwide, and we're now down to about 
900, with a goal to eventually have only 300 to 320.” 

He emphasizes, “The Postal Service has made a major 
include all MPLSMs.” 

also calls for the APWU and the Postal Service to 
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Business centers bring the benefits of automation closer 
to medium- and small-sized business mailers 


On the cover: Donna Westemeyer, business 

manoger for the Hulbert Financial Digest, and 

Ed Long, Postal Business Center senior 
tat ine inexpensive mail- 

ies can take to reduce 


eh ciee. 
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Below: Balmar Printing and Graphics business 
manager Lisa Dusenberry, left, discusses 
mailing requirements and the design of a 
customer’s brochure with Michael Fuller, 
manager of the Merrifield, VA, Postal Business 
Center. 


Opposite page: Paul Simmons, left, director of 
marketing for Takeout Taxi and Postal Business 
Center manager Michael Fuller talk about the 
company’s plans to expand the number of 
franchises nationwide. 


Photos by Patrick S. McCabe 
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hey contribute one-third of the 

Postal Service’s annual revenue, 

yet mail is not their primary 
focus. They are in business to provide a 
service or to sell a product, and the mail 
helps them do that. 

They are the Postal Service’s me- 
dium- and smaller-sized business 
customers, companies that, individually, 
generate less than $100,000 of postal 
revenue a year. And the Postal Service is 
making an effort to meet their mailing 
needs through Postal Business Centers 
(PBCs). More than 80 have been opened 
nationwide in the last two years. 

“Our business centers are designed to 
provide fundamental customer service to 
this important segment of the mailing 
community,” says Richard J. Strasser Jr., 
Senior Assistant Postmaster General of 
the Marketing and Customer Service 
Group. “By communicating through 
direct mail and seminars, and by provid- 
ing a phone number of a Postal Service 
person for help, we can build business, 
generate revenue and achieve our goals 
in automation.” 

The postal strategic goals — higher 
customer satisfaction, reasonable rates 
and employee commitment — will be 
advanced by a completely automated 
mailstream by 1995. By then, 40 percent 
of the mail should be barcoded by 
customers, 40 percent by postal optical 
character readers (OCRs) and 20 percent 
by the Remote Barcoding System, which 
will enable the Postal Service to put bar 
codes on hand-addressed letters. 

Business centers will help achieve the 
“second forty” in this 40-40-20 equation 
by working with medium- and smaller- 
sized businesses so they can bring more 
automation compatible mail to post 
offices for processing through OCRs. 

At the same time, center employees 
can sell the wide range of premium 
products and services tailored to this 
segment of business mailers. 

Whe they are 


Medium- and smaller-sized business 


customers number more than 7 million nationwide. They 
mostly are firms that provide health, legal, real estate, finance 
and insurance services, and printers and letter-shops. They also 
include businesses such as non-department store retailers, 
nonprofit organizations, wholesale companies, automobile 
dealerships and local utility companies 

Together, these businesses generate more than 40 percent of 
the Postal Service’s non-household First-Class Mail, two-thirds 
of its Express Mail and a third of its Priority Mail volume. 

“Typically, these mailers do not have a person managing 
their mail operations as larger mailers routinely do,” says Pam 
Gibert, Assistant Postmaster General of the Customer and 
Automation Service Department, which has as one of its 
primary functions to meet the needs of medium- and small- 
sized business customers and to develop automation marketing 
strategies. “Prior to business centers, this group was difficult 
for us to reach one-on-one because of their sheer numbers.” 
Reaching out 

The Postal Service recently earmarked $3 million in capital, 
$8 million in startup costs and $18 million in operating 
expenses so each division could establish PBCs 

“Our business centers are being staffed by trained, profes- 
sional marketing people in each division so we can offer 
customers a resource center for information about products and 
services,” says Gibert. “But we’re not waiting for them to come 
to us. We are actively reaching out to these businesses; taking 
the benefits of automation to them.” 

Customers with postal permits are being reached first, while 
other potential customers are being found through more 
indirect means, such as referrals from postal employees. 

“First contact with these customers is usually by telephone 

continued on page 10 
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Customers: 
‘Business centers give us 
the competitive edge’ 


discovering that Postal Business Centers offer a 
unique resource for tapping Postal Service 
worksharing programs and automation-related 
services — all of which can help reduce the costs of 
their doing business. So for customers in Northern 
Virginia near Washington, DC, the Postal Business 
Center in Merrifield, VA, is leading the way. 


Balmar Printing and Graphics 
“Because the Postal Business Center helps us, 


nice to have one source to ask when we have a 


rs often have to balance client’ creativity 


promotional pieces, we can take care of 

for them,” says Dusenberry. “Today, this ve 
added’ ability makes us more competitive. We've 
become the mailing expert for our customers, and 
that makes good business sense.” 


Hulbert Financial Digest 
“| like the personal touch and, perhaps most of 


personal attention 

consultants convinced her she could trim costs of 

mailing a monthly newsletter to 11,000 subscribers. 
“The first thing we did was ‘clean up’ the mailing 
list and convert to ZIP+4 presort,” 

Westemeyer. “We now save almost five cents per 
piece. That may not sound like much at first, but 
when you multiply by 11,000 each month, the 


savings add up quickly.” 


Takeout Taxi 
With 26 franchises nationwide and plans to add 
another 50 by year’s end, 2 means ety 
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“A simple concept has grown into mailings of more than 700,000 
presort mailings,” says Paul Simmons, director of marketing for the 
Herndon, VA-based company. 

“When we started, the Postal Business Center consultants explained 





Priori idressi 
Takeout Taxi will spend more than $500,000 in postage this year. 
With the company’s success, though, the business center recently lost 
Simmons as a regular client. But that’s exactly what's supposed to 
happen as “growth” companies such as Takeout Taxi increase annual 
postal spending above the $100,000 mark. 

Takeout Taxi, now with a database of more than 1 million addresses 
and a need for expanded postal services, has its mailing needs met by 
Merrifield, VA, Post Office account representatives. 
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or direct mail,” says Gibert 
convenient for customers 
effective for us.” 

When customers visit business centers 
for more personal attention, they can 
browse through product brochures and 
automation-related “how-to” publications 
and videos in the center’s reception area 
These materials also can be taken back to 
their businesses for viewing by others 
What PBCs offer 

rhrough the PBCs, marketing staff are 
providing medium- and small-sized 
business customers with several automa 
tion-related services, including 

¢ guidance on adding ZIP+4 Codes to 
their mailing lists and maintaining their 
accuracy: 

* advice on proper address format and 
location: 

¢ analysis of the readability of thei 
business reply and courtesy reply 
envelopes: 

* camera-ready Facing Identification 
Mark (FIM) bar code positives: and, 

¢ referrals for address information 
products and services from the USPS and 
private vendors and other third-party 
products and services 

Business centers also are providing 
educational seminars and workshops to 
bring awareness of the various discounts, 
mailing services and premium products, 
such as Express Mail and Priority Mail 
to a larger audience of business mailers 

“Customers are bowled over with the 
idea that we are coming to them with 
automation ideas,” says Gibert. “Betore 
it had always been difficult for them to 
know where to go or whom to ask for 
information 
Beyond automation 

Besides offering Customers as 
in converting to automation 
business centers accomplis 


“They have the potent 


more [ 


one-stop informa 

centers for our ct 

7 mployee consultants can s 

customers how our premium products can 

help them meet their business needs 
“Through telemarketing we are 

building a database of information on out 

customers lat type of 


business mail they 





Postal B Center consultants Niel Sween, 
left, and Terry Singer access customer profiles 
and telemarketing updates on computers 
connected through a local area network at the 
Merrifield, VA, facility. 





permits they have and other information 

‘And just as when a customer calls a 
department store or utility company 
which can call up all sorts of information 
on the customer's account, we will be 
able to do the same for our customers.” 
she adds. “We'll have a solid connection 
with them, which will provide the basis 
for repeat relationships.” 

Gibert emphasizes that even with 
business centers, local post offices still 
play a key role in customer relations 

“We're not taking away the need for 
the postmaster or other postal employees 
to work with these businesses day-to 
day. Business centers are a tool for them 
O use just as our customers do. Good 
communication between local post 
offices and our business centers is crucial 
to the success of both.” she Says 

“Through our business centers we 
want to make mailing easier for our 
customers,” she adds. “We want custom 
ers to feel that business centers are there 


to help them.” @ 








Employees: 
‘This new concept works’ 


For the Postal Service, there’s a new look and a new 
atmosphere surrounding customer service — the Postal 
Business Center. But it’s the business center manager and a 
staff of “consultants” who bring the process to life. 

“The business center is a fantastic concept that’s been long 
overdue,” says Michael Fuller, manager of the Merrifield, 
VA, Business Center. “Now we can focus on medium- and 
small-sized businesses in Northern Virginia, that generate a 
large part of our revenue. 

“Basically, we are a consultation center, advising 
customers about the products available, and how their 
businesses might use them to help cut costs,” he says. “And 
when you mention services or programs that save money, 
you quickly grab a customer's attention.” 

For Ed Long, business center senior representative, 
“attention” is the key to the whole process. 

“This is a totally different environment from what many 
customers are used to when dealing with the Postal 
Service,” he says, “and represents the first time medium- 
and small-sized businesses have had a single resource to 
address their mailing needs.” 

Most important, adds business center consultant Niel 
Sween, “Customers receive the answers to questions when 
they need them. In the process, we introduce customers to 
premium postal products and services they knew little — or 
nothing — about. We can show them how to custom desi 
products such as Express Mail or Priority Mail to help solve 
their business problems.” 

According to business center consultant Terry Singer, 
helping customers also helps the Postal Service. “We show 
customers how proper mail preparation offers significant 
savings and discounts even to small mailers who address 
and sort letters, advertisements, catalogs and periodicals. 
At the same time, we have an opportunity to increase 
revenue by selling services such as Express Mail and 
Priority Mail. The potential is tremendous.” 

















re they junk, or 
gems? One is 4 
charred clump 
Woke smu 
other the rusty 
remains of a 
lamppost letter box. 
Neither is much to 
look at. 

Before you make your 
decision, says Jim Bruns, 
director of the National 
Postal Museum, perhaps 
you should know that the 
stamps were recovered 
from the Chicago Post 
Office after the great 
1871 fire that destroyed 
the city. The heat of the 
fire was so intense that 
the gum on the back of 
the stamps liquefied. 
When the stamps cooled, 
the gum fused the 
charred remains together 
. into a solid block. As for 
the smashed rusty 
letter box, it was 
recovered down river 
following the Johnstown, 
7 Wan ilele Mi imeladt lag ce) 
on May 31, 1889. 

These and thousands of 
other artifacts were given 
to the Smithsonian by the 
Post Office Department 
beginning in 1911. They 
serve as a reminder of 
the ways postal 
Operations were 
conducted by dedicated 
men and women since 
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The new National Postal Museum 


will have thousands of items large 
and small on display including 
Owney the postal dog (right) and 
a fully restored stagecoach 
(above) that carried mail in the 


the 1700s. 

Telling the story of 
America’s mail service is 
the mission of the 
National Postal Museum. 
This new museum, 
created with the support 
of the Postal Service, will 
use these artifacts to 
show how “America’s 
history is in the mail.” 

Says Bruns, “America’s 
social, political, cultural, 
financial and commercial 
history can each be 


BECOME A 





MUSEUM MEMBER 





ou can help preserve the nation’s postal 
2 history for future generations by becoming a 


sponsor of the National Postal Museum. All 


gifts will be listed in the “Charter Patrons’ Book,” and 
for the listed donations you will receive: 

¢ $25 — the newsletter EnRoute ($25 tax deductible); 

¢ $50 — an invitation to preview the museum during 
a Director's Reception ($35 tax deductible); 

«$100 — an invitation to preview the museum at a 
champagne reception ($65 tax deductible); 

¢ $1,000 — a pewter replica of Owney — mascot of 
the Railway Mail Service ($895 tax deductible); 

¢ $2,500 — your name etched on the antique bronze 
post office boxes in the historic lobby ($2,395 tax 


fel-tel¥iadiel(-) o 


« $5,000 — your name inscribed in the stone donors’ 
wall at the museum’s entrance ($4,895 tax-deductible). 

For each level of giving, you will receive not only the 
item listed for that level, but each item listed for the 


lesser donations as well. 


late 1800s. 


viewed through the 
growth of the nation’s 
postal system. It is one 
of the underlying 
messages the museum's 
exhibits will present. 
This. approach should 
help reveal the ways in 
which the threads of 
postal history are so 
deeply woven into the 
rich tapestry of the 
American experience. ” 
The museum’s exhibits 
will explore the past and 
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present, and hint at the 
future. Visitors will see 
more of the 


Smithsonian’s vast 
philatelic collection, learn 
about the role the Postal 
Service played in the 
development of today’s 
airline industry and see 
how the nation’s oldest 
law enforcement agency, 
the Postal Inspection 
Service, earned its 
reputation for “always 
getting their man.” 
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AMERICA’S HISTORY IS IN THE MAIL 





Everything won't be 
small. To tell the 
transportation story, a 
stagecoach, a replica of a 
railway postal car, a truck 
and a mail wagon will be 
displayed in the atrium 
created especially for the 
museum. In addition, 
three aircraft used to 
transport mail prior to 
World War Il will hang 
from the atrium’s 90-foot 
glass-enclosed ceiling 

Located on Capitol Hill 
in Washington, DC, the 
museum will open to the 
public in the summer of 
1993. Workers now are 
completing the 22,000 
square feet of exhibit 
space and the research 
library, which will contain 
the largest collection of 
references related to 
postal history and 
philately in the world 
The exhibits are 
imaginative, and many 
will be computerized, 
interactive games and 
videos. 

“We expect more than 
1.5 million people to visit 
the museum annually,” 
adds Bruns. “! certainly 
hope that you and your 
family will be among 
those visiting the 
museum. After all, you 
may just see yourself on 
exhibit!” 


HELP BRING THE HISTORY OF AMERICA’S MAIL TO LIFE. 
HELP BUILD THE NATIONAL POSTAL MUSEUM. 


YES! 


work right away! Please 


the museum 


Please count on me a 


Friend ($25) 


Charter Patron ($1,000) 


Benetactor ($10,000 


I want to be a part of this exc 


S progress 


ing Missio 


pul me on your mating | 


a valued 


Builder 
Leader ($2,500 


Member 


($50) 


80-0386 


of the Director 
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Carrier delivers more than mail 


Pasadena, CA, letter carrier Donald 
Hockenbull laid his mailbag aside 
recently to alert neighbors, direct 
rescue efforts and wield a garden hose 
until firefighters arrived to tackle a fire 
on his route. 

Hockenbull, a safety captain at his 
station, says, “I was eating lunch when 
| looked up and saw the flames. | raced 
up there because | knew there wasn’t 
a lot of time to evacuate, and minutes 
could matter.” 

Continuing on his route, the 15-year 


postal employee noticed a house on 
the next street with a smouldering 
roof. 

“When I saw the wooden roof 
smouldering, | got an elderly woman 
out and told the police there was an 
elderly man with a wheelchair and 
oxygen tanks still inside,” he adds. 

The fire delayed him by about 90 
minutes but, as Hockenbull recalls, 
“The residents were surprised to see 
me come back. Even the firemen said, 
‘Wow, now he’s delivering mail.’ ” 


Personnel clerk clowns around 


Oakland Division personnel clerk 
Dorothy Cole always loved the circus, 
especially the clowns. Four years ago, 
after watching a clown’s performance 
with her grandchildren, she 


approached the entertainer and told 
him she wanted to do some “clowning 
around” herself. 
That was the start of a new career 
for the 25-year postal veteran who 
attended the 
jester’s school of 
clownology 
where she 
learned the tricks 
of the trade in 
classes about the 
basics of 
clowning and a 
specialized course 
in face painting. 
Donning one of 
her humorous 
faces, the mother 
of three and 
grandmother of 
seven performs 
at hospitals, 


carnivals, parades and parties. But she especially loves to 
perform before children who have never seen a circus. 

Cole, who says clowning is in her blood, loves to perform, 
“My incentive to perform is my love of children. You'll do a 
lot of things for a child’s smile.” 


One word is worth ... 


History, a love for postal history, is worth a thousand 
pictures and more for Scotch Grove, IA, postmaster Steven 
Bahnsen. He’s been taking photos of post offices for more 
than 20 years. 

He began his pilgrimage on a bicycle 
tour of lowa in 1970. “I had been 
collecting stamps since high school,” 
he says, “so it was only natural that | 
started visiting post offices.” 

Since then, he’s captured over 2,500 
post offices on film and collected 
postmarks from each office as well. He 
covered every post office in lowa by 
1979, filling 13 volumes. Offices in 
Illinois, completed in 1986, required 19 
volumes. He’s now working on 
surrounding states. 

Bahnsen’s 22-year mission has racked 
up 120,000 miles on two Chevrolet 
Chevettes, and mileage on his current 
vehicle, a 1987 Sprint, has topped 
400,000. 


Kite maker soars with the ‘eagle’ 


Twenty-five-year postal veteran Phil Barnes made his first 
kite when he was six years old from scraps he found around 
the tobacco farm where he grew up in North Carolina, and 
he has been making them ever since. 

An electronic technician in Raleigh, NC, Barnes has always 
been fascinated with flight. One of his earliest childhood 
memories is of “borrowing” the gasoline motor from his 
mom's new 
Maytag washing 
machine and 
building an 
airplane with it. 

He and a few 
cohorts launched 
the makeshift 
plane from the 
barn roof. “Of 
course, when it 
got to the end of 
the roof,” he 
recalls, “it went 
straight down to 
the ground. 
Luckily no one 
was hurt, and we 
managed to put 
the motor back 
without my 
mother ever 
knowing.” 

After that ill- 
fated flight, 

Barnes decided to 

stick to kite flying 

and has made and flown hundreds of kites, many of them 
decorated with postal products and services that he displays 
at different postal events. “My kites are another avenue for 
being proud of the Postal Service and advertising its 
products,” he says. 

Barnes, who is currently on detail teaching at the Technical 
Training Center in Norman, OK, often gives his kites as gifts 
to postal people. And he still flies his kites whenever he gets 
the chance. “I love to launch a new kite and watch it soar 
into the heavens.” 


Jim Stanley 
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Olympic hopefuls tested at trials 


Four postal Olympic athletes put 
their years of training on the line this 
spring, competing in individual events 
at the Olympic trials. Although only 
one athlete made the team, all are 
winners in striving to do their best. 

“Most people don’t realize how much 
of their lives athletes give to their 
sport,” says Carol Scheid, a rural carrier 
associate in Nevada, IA. Scheid tried 
for a spot on the U.S. Olympic Judo 
team, but only one athlete from each 
weight division made the team. Scheid 
did not win her competition, but she 
is still the top-ranked judoist in the 
country in her weight division and is 
an alternate for the Barcelona Games. 

Eugene Gilsdorf, a rural carrier in 
Onaga, KS, missed becoming an 
Olympic contender by three points on 
a complex grading scale. He is still the 
national champ in his weightlifting 
division. “Of course, I'm disappointed, 
but | appreciate the support I've 
received from my family, friends and 
the Postal Service,” says Gilsdorf. “I'll 
keep on competing.” 


Likewise, for Bob Frederick, a 
programmer/analyst at Headquarters, 
and his partner Steve Thomas, the 
dream of competing in the whitewater 
canoe event at the summer Olympics is 
over. The pair placed in the top three 
in several national championships 
earlier this year, but were unable to 
place that high during the trials. “We 
gave it our best shot,” says Frederick. 
“We'll be cheering for the team.” 

For Greg Steward, the dream has 
become reality for the second time. A 
1988 Olympian, Steward placed third 
in the trials to earn him a trip to 
Barcelona as one of six members of 
the men’s flat-water canoe team. 

He will be competing in races across 
Europe from now until the games to 
determine if he actually competes in 
Barcelona. “I'm in great shape and am 
ready for the Olympics,” says Steward. 

All the athletes agree on two things 
— their pride in the Postal Service as 
an Olympic sponsor and the honor 
they've felt in being part of the 
Olympics. 


Olympic fun days for elementary students 


The Cheyenne, WY, Management 
Sectional Center (MSC) wanted to do 
something to celebrate Olympic 
sponsorship. So Carole Wisroth, Albin, 
WY, postmaster and MSC Olympic 
coordinator, turned to the elementary 
schools and ended up with almost 
50,000 kids signed up for the Postal 
Service Olympic Fun Days. 

Sanctioned by the U.S. Olympic 
Committee and approved by the State 
Department of Education, Fun Days 
involved track and field events for 
grades K-6 all across Wyoming. 

“The Postal Service gave every child a 
ribbon just for participating in the 
events,” says Wisroth. “We also 
provided Olympic merchandise as 
sportsmanship awards to students 
selected by the schools.” 

McDonald's, gave out coupons for 
food, and Coca Cola, served soft 
drinks, as co-sponsors with the Postal 
Service. 

Wisroth is thrilled by the support the 
program received. “The schools were 
fantastic and lots of postal employees 


volunteered to help. 

“We want kids to get an Olympic feel 
during these events. But it’s 
participation and sportsmanship that 
count, not winning. Some places had 
an Olympic torch, and students 
learned the meaning of the Olympic 
rings and their colors,” she adds. 

“just like real athletes, kids were able 
to come away with the attitude that it 
was an honor just to be a part of the 
Olympics.” 


Albin, WY, Postmaster Carole Wisroth (far 
right), Olympic coordinator for the Cheyenne 
t Sectional Center, rewards 

youthful athletes with a special ribbon for 
participating in Postal Service Olympic Fun 


Blair signs first 

Speed skater Bonnie Blair, two-time 1992 Olympic gold medalist 
kicked off Spirit Week in May by being the first person to sign one of 
28,000 pieces of the giant postcard the Postal Service will assemble 
and display on the White House Ellipse in Washington, DC, on July 12 
Blair also filmed a public service announcement urging support for the 
U.S. Olympic team. Larger than three football fields, the postcard is 
made of TYVEK, a light-weight, synthetic, recyclable material manu 
factured and donated by the Du Pont Company. 


Employees get trip of a lifetime 


Ten postal employees will get to see the Olympic Games in 
Barcelona first-hand thanks to the Olympic Employee Sales 
Program. Two names from each region were drawn out of 
450 eligible winners of the Gold-level award program. 

The program rewarded employees for finding new Express 
Mail Corporate Accounts. Bronze-, silver- and gold-level 
awards were presented to employees based on the amount 
of revenue generated by their leads. 

“The outstanding efforts of employees participating in this 
program demonstrate the power of a potential employee 
sales force of more than 700,000,” says Jane Dyer, program 
manager, Office of Olympic Marketing. The winners are: 


Central Region 
Dan Tiemeier 
Centreville, 1A, Post Office 
Carmilla McClendon 
Detroit Airport Mail Facility 
Eastern Region 
Joy Barlow 
Greensboro Division 
Dana Nacke 
Suburban Maryland Division 
Northeast Region 
Pam Mulligan 
Chelmsford, MA, Post Office 
Al Szczesniak 
Western New York Division 
Southern Region 
George Smith 
Atlanta Division 
Jose Miranda Jr. 
Tampa Division 
Western Region 
Phil Feno 
Tempe, AZ, Post Office 
Madeline Navarro 
Fresno Management Sectional Center 
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Lake Tahoe - Virginia City 


Setting for sapphire water, gold and silver 


rom resort town glitz to old west charm, the Lake 

Tahoe, CA-Virginia City, NV area has a little some- 

thing for everyone in an all-season vacation spot. 
Tree-covered, snow 


pped mountains surround the crystal, 
blue water of Tahoe 


water so clear that in 1861 the young 
Samuel Clemens (Mark Twain) compared a boat ride to 
floating in a balloon. 

And re and boat rides are just the begin- 
ning of the activities at Lake Tahoe in the summer, says Cleve 
Leonesio, a clerk at the Tahoe City, CA, Post Office for 18 
years. “There’s fishing, mountain biking 
rafting, camping and hiking 

“The Tahoe Rim Trail offer ctacular views of the la 
and the surrounding S Nevada and Carson Mountains. For 
the adventurous, Desolation Wilderness Area also is a great 
hiking and camping spot,” he adds 


balloon voyag 


horseback riding, 


The 22-mile-long lake situated on the California-Nevada 
border is steeped in legends and lore. It even has its own Loch 
Ness Monster. “There have been quite a few sightings of Tahoe 
Tessie,” says Leonesio 


Among the lake’s other scenic attractions is Emerald Bay. 


14 


According to Eastman Kodak Co., it’s 
the most photographed spot in the world, 
after the Grand Canyon. Vikingsholm 
Castle, one of the finest examples of 
Scandinavian architecture in the Western 
Hemisphere, is on Emerald Bay’s shore. 
For all the richness of the area’s 
beauty, it also has a past rich with 
history. “This is where the gold and 
silver rush started,” says John Teaman, 
bulk mail and dispatch clerk in South 
Lake Tahoe, CA. One of his hobbies, 
panning for gold, takes him back to the 
days of the old west. “Just a couple of 


nuggets are all I’ ve found, but it’s the 


fun of it that keeps me panning.” 


Teaman also enjoys hiking and 
finding old ghost towns, of which there 
are plenty. Teaman says that with all the 
things to do in the area, a two-day 
weekend is a vacation in itself 


Just to the east of the mountains that 
ring Tahoe is the Carson Valley and 
Carson City, Nevada’s state capital. 
Although not tree-covered, these 
mountains have a stark beauty all their 
own, says Betty McCrary, bulk mail 
acceptance clerk in Carson City. 
McCrary loves to hike in the desert. “My 
idea of a good hike is to be where 
some else hasn’t been in years. 

“This is the old Pony Express 
territory. Being out on the rugged terrain 
makes you realize the hardships that the 
early settlers had to go through,” 
McCrary says. Among the reminders of 
the past that McCrary finds interesting 
are old deer horns, cow skulls and Indian 
and mining artifacts 

Traveling on through Carson City is a 
road that leads even deeper into the past. 
Up through the hills, past old and new 
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mining operations, are the quaint towns 
f Gold Hill, Silver City and Virginia 
City, home of the Comstock Lode, the 
ilver strike that made the area famous 
and is rich in the aura of the old west 
As you walk through Virginia City on 
the old board sidewalks and past the old 
saloons (many still have the original 
fixtures inside) you can almost hear 
spurs jangling and horses’ hooves 
lopping. Aglaée DelCarlo, postmaster 
f Virginia City, has lived in the area 


since she was 10 and wouldn’t think of 














ving anywhere else. Looking out to the 
t, it’s easy to understand why. She has 
view that stretches for 200 miles 
‘The Virginia and Truckee Railroad 
le and mining tours are big tourist 
lraws, and Carson and Virginia Cities 
e mansion and museum tours.” 
DelCarlo says not to miss a mansion 
ur. “They belonged to some of the 
ichest men in the country at that time 


ind contain the original furnishings 
































And for television buffs, Virginia 
ity is the home of TV’s Cartwright 
family from the long-running series 
“The blend of 


history and Hollywood makes it a place 


Bonanza,” she adds 


to please anyone 


For more information about Lake Tahoe and 
Virginia City, contact the South Lake lahoe 
Chamber Of Commerce, 3066 Lake Tahoe Bivd., 

S. Lake Tahoe, CA 96150-7818, or cail (916) 541- 
5255; or contact the Nevada Commission on 
Tourism, Capitol Complex, Carson City, NV, 89710- 
0001, or call 1-800) 638-2321 


(Opposite page left) John Teaman, bulk 
mail and dispatch clerk, and Joan Burks, 
window clerk, both from South Lake 
Tahoe, scan the scenic vistas from the hills 
overlooking Emerald Bay. 

(inset) Virginia City Postmaster Aglaée 
DelCarlo asks a mine tour volunteer 
whether there is any silver left in the old 
tunnels 

(above) Michael Souza, Virginia City 
window clerk, soaks up the town's rustic 
charm. The old board sidewalks, the many 
craft and antique shops, and “saloons” add 
to Virginia City's historic look. 













t's another election 
year for the American 
around they got to vote 
early, and not for a 


president, but for a “king.” | 


The Postal Service, for the first 
time ever, let the public choose the 
design that would appear on one of 
its commemorative stamps — the 
young Elvis or the mature king of rock 
and roll. The Elvis stamp is to be issued 
in 1993 as part of a “Legends of 
American Music” series. 

Of a total 1.1 million votes cast by 
mail, the favorite, by a 3 to 1 margin, 
was the young Elvis (pictured above 
right). The final tally: 851,000 votes for 
the Elvis of the 50s, 277,000 votes for 
the Las Vegas Elvis of the 70s. 

Turnout for the “election,” April 6- 
24, was especially high on the first day. 
“| was really surprised; those ballot 
cards went like hot cakes,” says Lou 
Hale, Bloomington, IN, superintendent 
of window services. “We gave out 
1,500 ballots during the vote, and it 
wasn't just young people. We had a 
good mix of all ages.” 

Many post offices around the country 
kicked off the balloting with special 
Elvis events. 

In New York City, a private “oldies” 
club called “City” provided tickets for 
posta! employees to attend a giant Elvis 
party, complete with a 70s Elvis 
impersonator. Balloting at the main 
post office also drew international 
media attention. “TV crews came from 
as far away as Japan and Portugal,” 
says Diane Todd, communications 
manager for the New York Division. 

An Elvis look-alike and sound-alike, 
letter carrier Danny Rome, wheeled up 
in a bright red limousine and 
entertained posta! customers in 
Denver, CO, cn the first day of 


In St. Louis, MO, it was an Elvis look- 
alike contest. The field of contestants 
included a 73-year-old woman, a shy 
10-year-old boy and several “street 
Elvi,” in it for the free coffee and jelly 
doughriuts. In Garfield, NJ, a local Elvis 
fan club provided posters, statues, 
paintings and a videotape of Elvis in 













action to create the mood for their first day of balloting. And at 
the Springfield, MA, Post Office, Elvis was king of the annual tax- 
night celebration April 15. 

People magazine supported the nationwide fun by including 4.5 
million official tearout ballots along with a tearout Elvis keepsake 
page in their April 13 issue. “We're ali shook up about our role in 
the Elvis balloting,” says publisher Ann Moore. 

“| think the whole thing was great,” adds Hale. “It’s been one 
of the best campaigns the Postal Service has had in a long time.” 
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Direct 
marketers 
recognized 

Craig Brown, (right) 
director of fundraising for 
the U.S. Olympic Committee 
(USOC) presented the Direct 
Marketing Association (DMA) 
with a special award for its 
industry leadership that has 
contributed to the USOC’s 
direct marketing 
development and fund 
raising efforts. Accepting the 


award during the National Postal Forum in May is DMA Senior Vice President 
Richard Barton. 


Disabled 
Americans 
honored 


The Postal Service will 
recognize 43 million 
Americans with the issuance 
of the Americans with 
Disabilities envelope. The 
stamped-envelope design 
was unveiled in May at the 
annual meeting of the 
President's Committee on 
Employment of People with 
Disabilities and will be issued 
July 22 at the Department of 
Justice in Washington, DC. 


For a stronger 
America, 
count us in! 


USA 


29 





43 million people with disabilities 


in addition, six postal employees represent- 
ing the five regions and Headquarters will be 
honored July 15 for their ability to overcome 


The Postal Service employs 37,000 people 


with disabilities and 78,000 disabled 
veterans. 


the physical challenges they face in their lives. 
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Dog's best friend is a letter carrier 
Tacoma, WA, Letter Carrier Joe Kapelos rescued a damsel in 
distress and man’s best friend last 
March. During evening rush hour 
traffic, Kapelos came to the aid of 
a dog trapped in traffic 
and its owner — a little 
girl terrified for her 
pet's safety. 
Kapelos stopped his 
truck, got out to try 
to get the dog and 
directed the frantic 
little girl to stay 
off the road and 
call her dog. 
A customer 
witnessed Kapelos’ 
actions and praised 
the 15-year postal 
veteran in a letter 
published by the 
Morning News 
Tribune in Tacoma. “In a 
society that says ‘Don’t get 
involved,’ I'm glad there 
are people like the postal 
worker I saw help that 
little girl who still care 
enough to get 
involved. ... It has 
restored my faith in 
human kindness.” 
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